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Valuing and Prioritizing Content 


Presenter: Kent Yunk, VP SEO Strategy 


The leading industry event by digital marketers for digital marketers 


Who Is Roaring Pajamas 


e The company with the funny name 

e SEO, Social Media and Digital Strategy services 

e SEO and online marketing with companies of all sizes mey 
since 2009 
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Everybody wants to be a winner! 
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Especially when vying for traffic 














e Big performance shifts are rare and exciting to share 
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Challenges 


e Need to grow online traffic and conversions 
e Limitations - time, resources and/or budget 
e Too much or too little content 

e Deciding where to focus 


e Measuring results 
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Defining a Process 


e What question are we needing to answer? 
e Is there a tool, process or methodology to follow? 
e Do we have data or know how to get it? 


e If yes, make a plan. 


@brightedge #share15 





ASSOCIATE 


Available Resources 


e Time allocations 
— Planning 
Managing 
Executing 
Meetings 
Reporting 
e Resources 
— Number of reports, writers, experts 
— Access to each a percent of effort 
e Budget 
— Total dollar allocation 
— % of flexibility 
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Planning Your Content 


e Use a calendar and get the team to use it 


Editorial Calendar 


Tuesday 


2 
Topic 1 blog article - support 
with tweet and Facebook 
post 


Wednesday 


Thursday 


4 
Topic 2 blog article - 
support with tweet and 
Facebook post 


Saturday 
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Topic 3 blog article - support 
with tweet and Facebook 
post 


11 


Topic 4 blog article - 
support with tweet and 
Facebook post 
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23 
Topic 7 blog article - support 
with tweet and Facebook 
post 
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Topic 6 blog article - 
support with tweet and 
Facebook post 
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Topic 8 blog article - 
support with tweet and 
Facebook post 














Done 


Ready, not posted 
Not yet written 


In review 
Awaiting draft 


Holidays 





Setting Goals 


e Number of articles 
— Blog posts on site 
— Guest vs employee vs outsource posts 
— Whitepapers 
e Social media activity 
— Number of SM profiles 
— Activity per profile 
e Posts 
e Likes/share/comments 
e Engagement 


e Other demand generation 
— Email 
— Events (online and physical) 
— PR 
— Video 
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Focus Areas 


e Asset types - most impactful digital assets 


e Topics - most impactful content topics 
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What is a ‘high ROI digital asset’? 


e High ROI digital assets are those online 
sources considered most valuable for 
clients who are looking to buy 

— Customer videos are customers selling to 
customers, and are examples of 


testimonials that become necessary 
references to win deals. 


— Industry articles are 3 party views ona 
topic vs. a potentially biased view from the 
vendor. 


— ROI and assessment tools help to prove 
business value of a solution. 
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High ROI Digital Assets 
Based upon importance to clients who are looking to buy 
Rank Value (1 - 10 Highest) 


Customer Video 

Customer Write-up 
Customer Press Release 
Technology article 

Industry Magazine article 
Analyst report 

RO! Tool 

Assessment tool 

IBM How-to / Product or solution video 
IBM Panel Video 

Business WP / CXO Study 
Technical White Paper 





D Rank Value {1 - 10 Highest) 
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Finding the right digital assets and topics 


e Highest traffic assets 
e Highest traffic content 
e Highest traffic keywords 


e Highest converting page 





Roaring A) 
Pa Pajamas) SZ AN 


@brightedge #share15 





Tracking the Results 


e Set up analytics 
— Use analytics goals 
— Add tracking code 
— Use attribution models 
— Pull data from other networks 
e Watch traftfic/activity by channel 
— Check the channels for activity 
— Work on attribution 
— Tease out best performers 
e Adjust 
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Measuring Results 


e Determines most valuable keywords and content 
e Helps make the decision for content investment 
e Provides a baseline for measurement 


Growth of Search Traffic 


Projected 
Organic Traffic 


Actual Organic 
Traffic 


Search Traffic 


Leads From Search 


—— Projected Leads 


Axis Title 


—— Actual Leads 
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Practical Takeaways 


1. Setting reasonable goals 
2. Determine where to focus (assets and topics) 


3. Mapping content performance 
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